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ABSTRACT 
 

 

 This research aims to analyze personal selling to increase brand awareness 

of event organizer Sparkling Indonesia. This research uses a descriptive qualitative 

approach, namely a research method used to examine the condition of natural 

objects, where the researcher is the key instrument. Data collection techniques were 

carried out using descriptive qualitative. Data was collected techniques were carried  

out using triangulation or combination methods. The research results show that 

personal selling has not been able to optimally increase brand awareness in 

Sparkling Indonesia. This is proven in the results of interviews and observations 

which prove that the brand awareness of event organizer Sparkling Indonesia is still 

not optimal so far. Efforts that can be made to increase brand awareness by the 

Sparkling Indonesia sales team are to market their products and services using 

social media platforms which are now spreading to all groups. The results of this 

research are intended so that the event organizer company Sparkling Indonesia can 

cover existing shortcomings and continue to maintain competitiveness among the 

same business lines. 

Keywords: personal selling, and brand awareness. 
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ABSTRAK 

 

 Penelitian ini bertujuan untuk menganalisis personal selling terhadap 

peningkatan brand awareness event organizer Sparkling Indonesia. Penelitian ini 

menggunakan pendekatan kualitatif deskriptif, yaitu metode penelitian yang 

digunakan untuk meneliti pada kondisi objek yang alamiah, dimana peneliti adalah 

sebagai instrument kunci. Teknik pengumpulan data yang dilakukan menggunakan 

cara triangulasi atau gabungan. Data dikumpulkan dengan observasi, wawancara 

mendalam, dan dokumentasi. Hasil penelitian menunjukkan bahwa personal selling 

belum bisa maksimal meningkatkan pengenalan brand (brand awareness) di 

Sparkling Indonesia. Terbukti dalam hasil wawancara dan observasi yang 

membuktikan bahwa masih belum optimal mengenai brand awareness event 

organizer Sparkling Indonesia selama ini. Upaya yang dapat dilakukan untuk 

meningkatkan brand awareness  oleh tim penjualan Sparkling Indonesia adalah 

memasarkan produk-produk layanan jasa mereka menggunakan media sosial yang 

kini merambak kesemua kalangan. Hasil penelitian ini dimaksutkan agar 

perusahaan event organizer Sparkling Indonesia dapat menutupi kekurangan yang 

ada dan terus mempertahankan daya saing sesama lini usaha yang sama. 

Kata kunci : personal selling , dan brand awareness. 
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